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尤其是年轻人青睐的购物方式。目前，我国的网络购物用户人数已达 7400 万人。 
自美国学者 Sproles 和 Kendall 于 1986 年首次提出消费者决策风格量表




































The spread of Internet can not only bring several new elements into our daily life 
but also influence our consumer behavior. Since the population of Internet users in 
China has already surpassed that of the United States and become the upmost one in 
the world, there is no doubt about internet shopping would be adopted by more and 
more consumers, especially younger ones. Currently, there are more than 74 million 
online shoppers in China and the number is still growing. 
Since the Consumer Decision-Making Style Inventory, also known as CSI, was 
initially developed by Sproles & Kendall in 1986, it has gradually become an essential 
issue in marketing research field. Quite a few scholars have applied this tool to 
examine certain consumer decision making styles, while most of them were focusing 
on multi-national or cross-cultural comparison and demographic variables yet the 
research of applications in different purchasing situations is still insufficient. 
Therefore, it is of great theoretical and practical significance to mainly focus on 
discovering the decision making styles of Chinese online shoppers in this new 
shopping context, including the characteristics and the potential influencing factors.  
This empirical study takes Chinese online shoppers as the research object, and 
adopts online questionnaires which focus on online purchasing behavior only. After 
investigating the traits of the online shoppers’ Decision-Making Styles according to 
CSI, it comes to a conclusion and provides some managerial implications and 
suggestions for future research on the consumer behavior of online shoppers in China. 
By using a revised version of original CSI and Exploratory Factor Analysis 
(EFA), this paper demonstrates the existence of nine types of decision making style of 
Chinese online shoppers, such as novelty and fashion conscious, habitual and 
brand-preferential, confused by choice and overloaded information conscious, price 
sensitive and cautious, high-quality conscious, time-saving oriented, brand conscious 
and price equals quality, impulsive and careless, and hedonistic shopping conscious. 
Besides, the paper also discusses the relationship between the decision making 














there are significant differences in purchasing decisions between female and male 
internet users. Moreover, the frequency of online shopping, the amount of money 
being spent and the type of products will considerably influence one’s decision 
making style, especially to those consumers with the traits of novelty and fashion 
conscious, habitual and brand-preferential, and hedonistic shopping conscious styles. 
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根据中国互联网络信息中心(CNNIC)在 2009 年 1 月发布的第 23 次《中国互
联网络发展状况统计报告》，截至 2008 年 12 月 31 日，中国网民规模达到 2.98
亿人，普及率达到 22.6%，超过全球平均水平；网民规模较 2007 年增长 8800 万










表 1- 1 2007-2008 年电子商务类应用用户对比 











网络购物 22.1%  4,600 24.8% 7,400 2,800 60.9% 
网络售物 - - 3.7% 1,100 - - 
网上支付 15.8% 3,300 17.6% 5,200 1,900 57.6% 
旅行预订 - - 5.6% 1,700 - - 
资料来源：中国互联网络信息中心：第 23 次中国互联网络发展状况统计报告，2009 年 1 月。 
 
根据 CNNIC 在 2008 年 6 月发布的《2008 年中国网络购物调查研究报告》，















已达到了 162 亿元，总体网络购物渗透率达到 27.9%，其中上海的网络购物渗透
率最高，已达 45.2%。[2] 比较网络购物在其它国家的发展状况，韩国网民的网络





另一方面，消费者决策风格(Consumer Decision Making Style)是指“以消费者
选择商品或服务的方法为特征的心理定位(A mental orientation characterizing a 





Sproles & Kendall, 1986)。[4][5] 自 Sproles 与 Kendall(1986)提出消费者决策风格量
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